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Abernethy, Avery M. Differences between Radio Advertising 
and Program Exposure for Car Radio Listening. No. 2, pp. 
33-42 


This study found that large, significant differences 
exist between programming exposure and commer- 
cial exposure for car radio listenership. The position 
of an ad in a string of ads had a large impact on 
commercial exposure patterns; advertisers buying 
car radio thus may want to consider paying a pre- 
mium price for a guaranteed first position since it is 
more effective in delivering commercial audiences. 

Assael, Henry, and David F. Poltrack. Using Single Source 
Data to Select TV Programs Based on Purchasing Behavior. 
No. 4, pp. 9-17. 

Assael and Poltrack compare media buys by tradi- 
tional demographic criteria to media buys by pur- 
chasing criteria using single-source data. They con- 
clude that media selection by demographics may be 
a reasonable substitute for selection by purchase be- 
havior for some product categories but not for 
others. 

Ault, Johanna. See Schumann et al. 

Baldinger, Allan L. See Haley and Baldinger. 

Baxter, Pamela J. How Children Use Media and Influence 
Purchases. No. 6, RC-2-4. 

This article gives a brief overview of the media hab- 
its of kids as reported in the Kids Study conducted 
by Simmons Market Research Bureau along with the 
marketing implications. 

Batra, Rajeev. See Hoffman and Batra. 

Bellizzi, Joseph A., and Laura Milner. Gender Positioning of 
a Traditionally Male-Dominant Product. No. 3, pp. 72-79. 

This study examines how men and women respond 
to specific gender positioning efforts. The results 
indicate that women prefer female-oriented posi- 
tionings, while men react similarly to both male- 
and female-directed positionings. 

Buchanan, Bruce, and Paul C. Michell. Using Structural 
Factors to Assess the Risk of Failure in Agency-Client Rela- 
tions. No. 4, pp. 68-75. 

This study presents a model that relates certain 
structural factors in agency-client relations, such as 
account billings and agency size, to the risk of rela- 
tionship failure. 

Buchanan, Bruce, and Ronald H. Smithies. Taste Claims 
and Their Substantiation. No. 3, pp. 19-35. 

The authors use the NAD (National Advertising Di- 
vision of the Council of Better Business Bureaus) 
case report to examine the substantiation of taste 
claims. They first develop a classification system of 
claims by claim style and competitive focus and then 


analyze the types of substantiation problems that 
have occurred in the course of NAD investigation of 
taste claims. 

Burnett, John J. Examining the Media Habits of the Affluent 
Elderly. No. 5, pp. 33-41. 

The objective of the study reported in this article is 
to reexamine several of the advertising-related find- 
ings associated with the elderly, but controlling for 
income. Specifically, the upper-income or affluent 
elderly are compared with the middle-income elder- 
ly in respect to selected media habits and attitudes 
toward advertising. 

Burnett, John J. See McDaniel and Burnett. 

Chattopadhyay, Amitava. See Gorn, Goldberg, Chatto- 
padhyay, and Litvack. 

Clancy, Kevin J. See Lloyd and Clancy. 

Confer, Marian G., and Donald McGlathery. THE Re- 
search Study: ‘’The Advertising Impact of Magazines in Con- 
junction with Television.’’ No. 1, RC-2-5. 

The authors report on a joint research project con- 
ducted for the Magazine Publishers of America and 
J. Walter Thompson which investigated the commu- 
nication values of print and television—separately 
and in combination—and determines the synergy 
between the two. The study concludes that a mixed- 
media schedule is more effective than TV alone or 
print alone. 

Cook, William A. Erratum: “GRP: A Case of Mistaken Iden- 
tity.” No. 6, pp. 72-74. 

The JAR’s editor, along with comments from media 
experts, attempts to clear up and “set the record 
straight” regarding the controversy stirred up by 
the Dickson article (see below) on GRP. 

Dickson, Peter R. GRP: A Case of Mistaken Identity. No. 1, 
pp. 55-59. 

This article challenges what GRP (Gross Rating 
Points) measures and how it is interpreted. Dickson 
contends that GRP is biased in favor of media cam- 
paigns with high reach and low frequency and sug- 
gests Simple GRP as a more efficient and more bal- 
anced method of combining reach and frequency. 

Dickson, Peter R. Parsimony, Meaning, and Logic vs. The 
Familiar Status Quo. No. 6, pp. 78-80. 

Dickson apologizes for drawing incorrect conclu- 
sions in his article earlier in the year (see above) 
due to confusion concerning the textbook and prac- 
titioner definition of average frequency and requests 
the industry to adopt an alternative definition of 
GRPs which is simpler, easier to understand, and 
more logical. 

DiMeo, Joan. See Whittler and DiMeo. 
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This article challenges what GRP (Gross Rating 
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Donovan, Robert J. See Rossiter, Percy, and Donovan. 

Everett, Stephen E. Lay Audience Response to Prescription 
Drug Advertising. No. 2, pp. 43-49. 

This article reports the results of a telephone survey 
conducted to assess respondents’ likely reactions to 
“direct-to-consumer” prescription drug advertising 
and the degree to which they value various pre- 
scription drug product attributes when making 
brand choices. 

Farris, Paul W., and Mark E. Parry. Clarifying Some Am- 
biguities Regarding GRP and Average Frequency—A Com- 
ment on “GRP: A Case of Mistaken Identity.”’ No. 6, pp. 
75-77. 

Farris and Parry point out that Dickson’s analysis in 
his original controversial article is due to his misun- 
derstanding of the term average frequency and at- 
tempt to explain his misunderstanding (i.e., how 
Dickson’s misunderstanding of the term brought 
about his redefinition of average frequency). 

Fenwick, Ian, and Marshall D. Rice. Reliability of Contin- 
uous Measurement Copy Testing Methods. No. 1, pp. 
23-29. 

This paper examines the reliability of continuous 
measurement copy testing which tracks viewers’ re- 
sponses to TV advertising during the viewing expe- 
rience. The authors conclude that continuous copy- 
testing systems have several advantages over the 
traditional methods of recall and persuasion. 

Fugate, Douglas L. See Milliman, Fugate, and Rahim. 

Gengler, Charles. See Reynolds and Gengler. 

Goldberg, Marvin E. See Gorn, Goldberg, Chattopad- 
hyay, and Litvack. 

Gorn, Gerald J., Marvin E. Goldberg, Amitava Chatto- 
padhyay, and David Litvack. Music and Information in 
Commercials: Their Effects with an Elderly Sample. No. 5, 
pp. 23-32. 

This study uses an experimental paradigm to com- 
pare the potential effectiveness of three types of ad- 
vertising appeals on elderly viewers: information- 
oriented, music-oriented, and a combination of 
both. The results suggest that the informational ap- 
proach is most appropriate when communication of 
brand benefits is preferred, while the combination 
appeal seemed most effective in changing product 
attitudes and choice behavior. 

Grayson, Jennifer. See Schumann et al. 

Green, Paul E., and Jonathan S. Kim. Beyond the Quadrant 
Chart: Designing Effective Benefit Bundle Strategies. No. 6, 
pp. 56-63. 

For well over a decade the quadrant chart has been 

used for graphically portraying relationships be- 

tween consumers’ perceived importances of prod- 
uct benefits/features versus their satisfaction with 
the performance of brands on these same benefits. 

This paper extends the value of quadrant analysis 


by linking the same input data to algorithms that 

find optimal benefit bundles for product and adver- 

tising message design. 

Grenhaug, Kjell, Olav Kvitastein, and Sigmund Grenmo. 
Factors Moderating Advertising Effectiveness As Reflected in 
333 Tested Advertisements. No. 5, pp. 42-50. 

This article examines how factors such as size of ad 
and number of colors used in magazine ads, prod- 
uct group, sex, and external changes may influence 
advertising effectiveness as measured by Starch 
readership scores. 

Grenmo, Sigmund. See Grenhaug, Kvitastein, and 
Grenmo. 

Haley, Russell I., and Allan L. Baldinger. The ARF Copy 
Research Validity Project. No. 2, pp. 11-32. 

Haley and Baldinger summarize the objectives, the 
research design, and the principal findings of this 
ARF project started in the early 1980s and com- 
pleted in 1990. 

Hargrove, Kerry. See Schumann et al. 

Higie, Robin A., and Murphy A. Sewall. Using Recall and 
Brand Preference to Evaluate Advertising Effectiveness. No. 
2, pp. 56-63. 

The authors review the literature on day-after recall 
and brand preference as measures of ad effective- 
ness and report on test-retest reliability analyses 
conducted on data from an archive of radio ad ef- 
fectiveness tests. Their investigations conclude that 
day-after recall (DAR) is likely to be a more reliable 
measure than brand preference (PREF) for evaluat- 
ing ad effectiveness. 

Hill, John S. See James and Hill. 

Hoffman, Donna L., and Rajeev Batra. Viewer Response to 
Programs: Dimensionality and Concurrent Behavior. No. 4, 
pp. 46-56. 

This article classifies television programs into three 
types in terms of overall impact on the viewing au- 
dience: “low impact,” “high affective impact,” and 
“high cognitive impact” clusters. The relationships 
between the level and type of impact, on the one 
hand, and viewing behaviors (e.g., talking, room 
leaving) on the other, are shown to be strong. Re- 
sults suggest that, for advertisers, high cognitive 
impact programs are the best advertising choice. 

Hollingsworth, Lois. See Schumann et al. 

Hornik, Jacob, Tamar Zaig, and Dori Shadmon. Reducing 
Refusals in Telephone Surveys on Sensitive Topics. No. 3, 
pp. 49-56. 

This investigation evaluates the comparative effec- 

tiveness of four techniques to enhance compliance 

to a telephone interview on sensitive, personal, and 
intimate topics. The theoretical and practical appli- 
cations of two techniques (foot-in-the-door and low- 
ball) are discussed and combined compliance proce- 
dures introduced and tested. Results indicate that 
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the combined methods work best and that each 
of the four techniques outperformed a control condition. 

Jaffe, Lynn J. Impact of Positioning and Sex-Role Identity on 
Women’s Responses to Advertising. No. 3, pp. 57-64. 

This article discusses advertising responses to con- 
temporary female roles in society and tests alterna- 
tive positioning strategies targeted for different seg- 
ments of the female population. The author's re- 
search suggests that a modern positioning will 
enhance response to financial services advertising 
and recommends that advertisers overall should 
adopt a modern positioning strategy when targeting 
women. 

James, William L., and John S. Hill. International Adver- 
tising Messages: To Adapt or Not to Adapt (That Is the 
Question). No. 3, pp. 65-71. 

This research deals with the adaptation and stan- 
dardization of promotion themes transferred among 
multinational corporation subsidiaries. The authors’ 
findings indicate that, at most, one out of three cam- 
paigns has worldwide potential and that opportuni- 
ties for advertising standardization most often occur 
in less affluent markets. 

Johnson, Robert R., and Donald J. Messmer. The Effect of 
Advertising on Hierarchical Stages in Vacation Destination 
Choice. No. 6, pp. 18-24. 

The system of models presented in this study pro- 
vides support for a naturally occurring hierarchy of 
effects for vacation destination choices. The authors’ 
findings suggest that both print and television ad- 
vertising effectively stimulate telephone inquiries 
but television advertising appears to have an effect 
on visitation which is independent of its influence 
on inquiries. 

Katz, Helen. How Major U.S. Advertising Agencies Are Cop- 
ing with Data Overload. No. 1, pp. 7-16. 

This article reports on a survey conducted, under 
ARF research council auspices, among 69 major 
U.S. advertising agencies to examine the extent of 
computerization and long-range planning in media. 
Results from the survey show that computer usage 
in media departments seems to be increasing fairly 
rapidly, with respondents not only eager to obtain 
improved access to existing data but also interested 
in having more data made available. 

Keon, John W. Point of View: Understanding the Power of 
Expert Systems in Marketing—When and How to Build 
Them. No. 6, pp. 64-71. 

The author contrasts Knowledge Based Systems 
(Expert Systems utilizing knowledge derived from 
any type of data source) with mathematical models 
for marketing decision making. He explains how to 
build an effective Marketing Knowledge Based Sys- 
tem, emphasizing the important construction ele- 
ments that are unique to marketing. 


Kim, Jonathan S. See Green and Kim. 

Kvitastein, Olav. See Gronhaug, Kvitastein, and Gronmo. 

Lautman, Martin R. End-Benefit Segmentation and Prototyp- 
ical Bonding. No. 3, pp. 9-18. 

This article demonstrates how a spokesperson’s 
body shape can be linked to a product as an end- 
benefit. It concludes that body shape can be treated 
as a normative end-benefit by consumers. 

Litvack, David. See Gorn, Goldberg, Chattopadhyay and 
Litvack. 

Lloyd, David W., and Kevin J. Clancy. CPMs versus 
CPMIs: Implications for Media Planning. No. 4, pp. 34- 
44. 

CPMs (cost per thousands) and CPMIs (cost per 
thousands involved) are compared in regard to 
whether media planners and buyers would make 
the same or different media buys if their decisions 
were based on (traditional) CPMs versus (modern) 
CPMIs. It was discovered that TV program involve- 
ment appears positively, causally linked to advertis- 
ing effectiveness. 

Ludwig, Stacy M. The United States Postal Service's Role in 
Fighting Survey Research Abuse. No. 2, RC-3-14. 

This article details the fraudulent activities of a 
pseudo mail survey research company and the steps 
the U.S. Postal Service took to put the company out 
of business. 

Maronick, Thomas J. Copy Tests in FTC Deception Cases: 
Guidelines for Researchers. No. 6, pp. 9-17. 

The author elaborates on nine standards which re- 
searchers can use when developing extrinsic data in 
litigation with the FTC but advises that the nine 
factors cited highlight the need for caution when 
developing and implementing copy-test research for 
FTC litigation. 

McDaniel, Stephen W., and John J. Burnett. Targeting the 
Evangelical Market Segment. No. 4, pp. 26-33. 

This article summarizes recent research studies on 
the “evangelical” or “born-again” Christian seg- 
ment and presents the results of a national study 
seeking information on the media exposure (i.e., 
newspapers, magazines, radio, and television) of 
evangelicals as compared to the general public. Me- 
dia planning and advertising content recommenda- 
tions are given to advertisers desiring to target this 
segment. 

McGlathery, Donald. See Confer and McGlathery. 

McPheters, Rebecca. The Effectiveness of Print Advertising. 
No. 6, RC-5-12. 

This article reports on the “Family Circle Study of 
Print Advertising Effectiveness,” the objective of 
which was to measure the effectiveness of magazine 
advertising in generating increased sales. 

Messmer, Donald J. See Johnson and Messmer. 

Michell, Paul C. See Buchanan and Michell. 
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Milliman, Ronald E., Douglas L. Fugate, and M. Afzalur 
Rahim. An Empirical Investigation into the Advertising of 
Legal Services. No., 5, pp. 51-60. 

This paper describes the evolution of legal services 
advertising and the related research which has been 
conducted pertaining to this subject. It further pre- 
sents results from an experimental study which ma- 
nipulated two independent variables, price disclo- 
sure and the inclusion (or exclusion) of a free initial 
consultation offer. 

Milner, Laura. See Bellizzi and Milner. 

Ohanian, Roobina. The Impact of Celebrity Spokespersons’ 
Perceived Image on Consumers’ Intention to Purchase. No. 
1, pp. 46-54. 

The study reported here examined the impact of 
respondents’ evaluations of celebrity spokesper- 
sons’ perceived expertise, trustworthiness, and at- 
tractiveness on respondents’ intention to purchase 
celebrity-endorsed products. Only perceived exper- 
tise was found to be related to respondents’ inten- 
tion to purchase. 

Opatow, Lorna. Some Thoughts about How Interview At- 
tempts Affect Survey Results. No. 1, RC-6~9. 

This paper discusses an ARF Arrowhead project 
which dealt with the question of the effect of survey 
results of single, compared with multiple, interview 
attempts. 

Parry, Mark E. See Farris and Parry. 

Patzer, Gordon L. Multiple Dimensions of Performance for 
30-Second and 15-Second Commercials. No. 4, pp. 18-25. 

This study of 30-second and 15-second commercials 
focuses on brand recall, brand attitude, and percep- 
tion of the commercials’ quantity and length. The 
latter were found to be about 20 percent less effec- 
tive, on average, across 12 product categories. A 
formula to assist marketing managers in choosing 
the most suitable type when allocating marketing 
budgets is included. 

Pechmann, Cornelia, and David W. Stewart. How Direct 
Comparative Ads and Market Share Affect Brand Choice. 
No. 6, pp. 47-55. 

An empirical analysis of more than one thousand 
television commercials suggests that the impact of 
direct comparative ads on brand choice is moder- 
ated by the share of market of the advertised brand. 
Furthermore, it is shown that direct comparative 
ads were more persuasive, at least in part, because 
of their attention-getting power. 

Percy, Larry. See Rossiter, Percy, and Donovan. 

Poltrack, David F. See Assael and Poltrack. 

Rahim, M. Afzalur. See Milliman, Fugate, and Rahim. 

Rapacchi, Bernard. See Valette-Florence and Rapacchi. 

Resnik, Alan J. See Stern and Resnik 

Reynolds, Thomas J., and Charles Gengler. A Strategic 
Framework for Assessing Advertising: The Animatic vs. Fin- 

ished Issue. No. 5, pp. 61-71. 


This study developed a summary assessment for- 
mat, grounded in the cognitive aspects of means- 
end theory and the MECCAS model of advertising 
strategy specification, applicable to both animatic 
and finished advertising. Results demonstrate that 
strategy assessment is feasible at the animatic stage 
of copy development. 

Rice, Marshall D. See Fenwick and Rice. 

Ripley, M. Louise. What Kind of Companies Take Their Ad- 
vertising In-House? No. 5, pp. 73-80. 

This article reports on a survey conducted among 
700 Canadian companies to understand more about 
how companies go about making the decision 
whether to hire an outside advertising agency or to 
do their advertising and promotion in-house. 

Rossiter, John R., Larry Percy, and Robert J. Donovan. A 
Better Advertising Planning Grid. No. 5, pp. 11-21. 

This paper compares two advertising planning ap- 
proaches—the Rossiter-Percy Grid and the well- 
known FCB Grid—in terms of theoretical relevance, 
completeness of communication objectives, concep- 
tualization of the involvement and motivation di- 
mensions, and specification of advertising tactics. 

Ruelle, Russell. See Schumann et al. 

Schumann, David W., Jennifer Grayson, Johanna Ault, 
Kerri Hargrove, Lois Hollingsworth, Russell Ruelle, 
and Sharon Seguin. The Effectiveness of Shopping Cart 
Signage: Perceptual Measures Tell a Different Story. No. 1, 
pp. 17-22. 

Interviews conducted at supermarkets in the Knox- 
ville, Tennessee, metropolitan area sought to mea- 
sure shoppers’ responses to shopping-cart adver- 
tising. Evidence from this study revealed that 
the number of consumers able to recall the adver- 
tised product was minimal, suggesting that the ef- 
fectiveness of shopping-cart signage should be 
reevaluated. 

Seguin, Sharon. See Schumann et al. 

Sewall, Murphy A. See Higie and Sewall. 

Shadmon, Dori. See Hornik, Zaig, and Shadmon. 

Sinkula, James M. Some Factors Affecting the Adoption of 
Scanner-based Research in Organizations. No. 2, pp. 50-55. 

The author explores the adoption of scanner-based 
research by in-house market research departments. 
Of prime importance is how scanner-based research 
is diffusing among a wide array of organizational 
clients, e.g., manufacturers, ad agencies, and other 
market research firms. 

Smithies, Ronald H. See Buchanan and Smithies. 

Soni, Praveen K. See Woodside and Soni 

Stern, Bruce L., and Alan J. Resnik. Information Content in 
Television Advertising: A Replication and Extension. No. 3, 
pp. 3646. 

A comparison of two studies conducted a decade 

apart indicates that although the proportion of in- 

formative ads has increased only slightly, the 
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amount of information communicated in informa- 
tive ads has increased considerably. Differences in 
informativeness by product type, day/week part, 
and type of cues are explored. 
Stewart, David W. See Pechmann and Stewart. 
Tolley, B. Stuart. Newspaper Effectiveness: The Data. No. 1, 
RC-10-12. 
The author discusses studies of what newspaper ad- 
vertising does and how it works and concludes that 
newspaper advertising is very effective. 
Valette-Florence, Pierre, and Bernard Rapacchi. Improve- 
ments in Means-End Chain Analysis Using Graph Theory 
and Correspondence Analysis. No. 1, pp. 30-45. 
This article presents new insights into the means- 
end chain analysis and proposes a new methodol- 
ogy for developing and understanding perceptual 
orientations and related product positionings. 
Whittler, Tommy E., and Joan DiMeo. Viewers’ Reactions 
to Racial Cues in Advertising Stimuli. No. 6, pp. 37-46. 
This study examines viewers’ processing of racial 
cues in advertising stimuli. An assessment of 
whites’ racial prejudice followed product, advertise- 
ment, and actor ratings. As predicted, participants 
were more positively influenced by white than black 
actors on outcome measures such as purchase in- 
tentions and product and ad evaluation. 
Wilcox, Gary B. Cigaretie Brand Advertising and Consump- 
tion in the United States: 1949-1985. No. 4, pp. 61-67. 


This article provides an analysis of the relationship 
between annual advertising expenditures and con- 
sumption levels for several popular brands of ciga- 
rettes sold in the United States from 1949 through 
1985. Advertising expenditures exhibited a signifi- 
cant relationship with consumption for five of the 
ten brands studied. 

Woodside, Arch G., and Praveen K. Soni. Direct-Response 
Advertising Information: Profiling Heavy, Light, and Non- 
users. No. 6, pp. 26-36. 

The results of the study reported here support the 
hypothesis that, among consumers who respond to 
advertising offers of free information, the heavy us- 
ers of such advertising information have purchase 
and consumption behaviors that differ substantially 
from light and nonusers. 

Zaig, Tamar. See Hornik, Zaig, and Shadmon. 


Editorials by William A. Cook 


A Little Light Goes a Long Way. No. 2, pp. 7-8. 

Information Technology Batters Down Ancient Walls. 
No. 4, p. 7. 

The Right Brain Gets a Voice and a Spine. No. 5, pp. 7-8. 

Technology Is a Two-Edged Sword. No. 1, p. 5. 

Toning Up Brand Imagery. No. 3, p. 7. 


Truth, in the Eye of the Beholder? No. 6, pp. 7-8. 
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